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With Cable TV digitalization in all corners of China and popularization of cable 
digital TV, users of cable digital TV has been over 100 million and the industry of 
cable digital TV has entered the stage of stable development. Based on the large 
capacity and double-direction interactive network, a lot of value-added digital TV 
transactions to meet the diversified, personalized and professional audio and video 
demands of people came out. As a rising new media, digital TV brings a new TV 
consumption revolution. But on the cable TV operators, only a small number of case 
analysis messages and marking strategies can be employed. Therefore, the article took 
the consumption behavior theory and innovative disseminating theory as basis and 
with Fuzhou digital TV users as research objects, collected users-related data to 
research into the behavior features and influence factors in the course of value-added 
transactions through questionnaires. The article hopes that it would enlighten the 
cable TV operators in the aspect of establishing marketing strategies on value-added 
digital TV transactions. 
Through comprehensive analysis and discussion, the research reaches the 
following conclusion,  
1. Population statistics variables influence the basic viewing behaviors of users 
and perception of value-added transactions.  
2. The transmission channels influence the transaction perception and 
consumption incentives, transaction perception influences use intentions and 
transaction expenses, and the consumption incentives influence use frequency.  
3. At different consumption stages, the roles of transmission channels have 
common and unique features.  
4. Value-added transaction users have the feature of certain population statistics 
variables.  
 

























目  录 
 
目  录 
第一章 绪论 ..............................................................................................1 
第一节  研究背景与动机 .................................................................................... 1 
第二节  研究目的 ................................................................................................ 3 
第三节  研究流程 ................................................................................................ 4 
第二章  文献综述 ....................................................................................5 
第一节  消费行为理论 ........................................................................................ 5 
第二节  传媒消费行为理论 ................................................................................ 6 
第三节  创新扩散理论和市场细分理论 ............................................................ 7 
第三章  研究方法 ..................................................................................10 
第一节  研究架构 .............................................................................................. 10 
第二节  调查问卷实施流程 .............................................................................. 10 
第三节  抽样方案 .............................................................................................. 11 
第四章  数字电视普通用户收视情况及意愿分析 ..............................13 
第一节  基本情况分析 ...................................................................................... 13 
第二节  普通用户增值业务消费意愿分析 ...................................................... 17 
第三节  普通用户增值业务消费决策及费用分析 .......................................... 29 
第五章  数字电视增值业务用户消费动机及影响因素分析 ..............33 
第一节  增值业务用户消费动机分析 .............................................................. 33 
第二节  增值业务用户使用行为和满意度评价分析 ...................................... 41 
第三节  增值业务用户人口统计变量分析 ...................................................... 45 
第六章  研究结论与建议 ......................................................................50 
第一节  研究结论 .............................................................................................. 50 
第二节  营销建议 .............................................................................................. 53 
































Section 1 Research Background and Incentives…………………………….1 
Section 2 Research Purpose………………………………................................3 
Section 3 Research Procedure…………………………………………………4 
Chapter 2 Documentary Outline………………………….……………5 
Section 1 Theory on Consumption behaviors…………………………………5 
Section 2 Theory on Traditional consumption behaviors……………………6 
Section 3 Innovative Disseminating Theory and Market Dividing Theory…7 
Chapter 3 Research Methods…………………………………………10 
Section 1 Research Architecture……………………………………………10 
Section 2 Implementation Procedure of Questionnaires……………………10 
Section 3 Sampling Plan………………………………………………………11 
Chapter 4 Viewing Status and Will Analysis on Ordinary Digital TV  
Users……………………………………………………….13 
Section 1 Analysis of Basic Status……………………………………………13 
Section 2 Value-Added Transactions Consumption Will Analysis on  
Ordinary Users………………………………………………………17 
Section 3 Consumption Strategy and Expense Analysis on Value-Added  
         Transactions for Ordinary Users……………………………… 29 
Chapter 5 Analysis of Consumption Incentives and Influence Factors  
         on Value-Added Digital TV Users………………………33 
Section 1 Consumption Incentive Analysis on Value-Added Transaction 
         Users………………………………………………………………33 
Section2 Use Behaviors and Satisfaction Evaluation Analysis on  
Value-Added Transactions…………………………………………41 


















Chapter 6 Research Conclusion and Suggestion………………...…..50 
Section 1 Research Conclusion…………………………………………….…50 
Section 2 Marketing Suggestion………………………………………………53 
































第一节  研究背景与动机 
一、研究背景 
（一）我国有线电视网络的发展 
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